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BUZBY, HOFFMAN, ZIEGENHAGEN 
ELECTED IARI TRUSTEES 


G. C. Buzby, President, Chilton Company; Harold W. Hoffman, Assist- 
ant Director of Advertising, United States Steel Corporation; and M. E. 
Ziegenhagen, Manager, Advertising & Marketing Promotion Department, 
Worthington Corporation have been elected by the subscribers to serve 
as Trustees for the three years 1959-1962. 


WHAT'S YOUR FORMULA FOR 
SUCCESSFUL MARKETING? 


...and how does itcompare with this one? Acompany we knowof credits 
its success largely to policy calling for maximum informal and formal 
contact among all marketing and non- marketing specialists. 


On the formal side is a regular monthly meeting held, as a rule, away 
from the office. You might hear a discussion of anything from a sales 
problem in Walla Walla toa new product too far ahead of its time to mar- 
ket just now. 


Among the listeners to that discussion would be a representative of top 
management plus at least one each from: 


manufacturing 

research and development 
engineering 

sales 

advertising 

any other department that ought, 
logically, to "sit in." 


For more ideas on how you can pep up your own marketing picture, see 
IARI Report #8, "How to Coordinate Industrial Sales & Advertising. " 








WHICH WOULD YOU PICK? 


Which adjectives would you pick from the following list to describe a com- 
pany with which you liked to do business? To describe a company with 
which you did not like to do business? 


adequate firm original 
ambitious flexible ponderous 
backward follower powerful 
competent grateful reliable 
deteriorating honest slow 
distant inflexible top- heavy 
experienced irresponsible unwieldy 


The adjectives picked by industrial buyers will be listed and discussed in 
the Institute's newest report, "Motives in Industrial Buying", now in the 
process of being printed. 


SUCCESSFUL ADVERTISERS STRESS 
FOUR POINTS IN BUDGET FORMAT 


IARI finds the more successful advertisers pay special attention to four 
basics in their proposed ad budget format. These are: 


- stating in writing general, specific objec- 
tives of proposed budget items. 


- stating briefly the reasoning behind pro- 
posed expenditures in a way that reflects 
a sound understanding of the business in 
general. 


- including in the format enough detail to 
show recommendations are supported by 
facts. 


- proving to general management that ad- 
vertising management regards product ad- 
vertising as a sales tool -- a means to 
more profitable volume. 


For details see the section titled "Budget Format" on Page 65 of IARI 
Report #3, "How to Establish the Budget for Advertising Industrial Prod- 
ucts, " 
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KIMBERLY-CLARK CORPORATION 
IS NEWEST IARI SUBSCRIBER 


Kimberly- Clark Corporation of Neenah, Wisconsin, has added its name 
to IARI's roster of advertiser- subscribers. A leader in industrial wad- 
ding, "white paper" and sanitary products, K-C becomes the 15th new 
company to join LARI's membership during the past twelve months. 


IARI REPORT #6 HAS CURRENT INDEX OF 
READERSHIP CHECKS AND BOOKS STUDIED 


See IARI Report #6, "Analysis of Advertising Readership Studies", Sec- 
tion IX, when you want to know (1) if the book you are interested in is 
studied by a readership service; (2) the service or services that do the 
work and (3) the specific issues studied. This index is up-dated period- 
ically. 


WITH WHICH ONE WOULD 
YOU AGREE? 


In the forthcoming Institute report on "Motives in Industrial Buying" there 
is a section on "Loyalty" to suppliers. When industrial buyers were in- 
terviewed they were shown a cartoon in which a meeting was going on. 
One of the men in the meeting is saying, "Now this is our present sup- 
plier list. We've been with them for quite awhile and they've been do- 
ing a good job. I see no reason for making any changes. The next sub- 
ject is..." And another man says, "Hold on, Pete,... loyalty is fine, but 
there are a lot ofother considerations, I think we're due for a change. " 


With which man would you agree? The replies of those interviewed are 
presented and discussed in this newest LARI project. 


BETTER EXHIBIT IMPACT MEASURE 
RELATES SEVERAL KEY FACTORS 


One of 34 exhibits studied by LARI ranked first when judged solely on vis- 
itors' unaided ability to recall the displays and on inherent interest in the 
products shown. But the winner drops to 10th place when its memorabil- 
ity score's equated to relative cost; to 21st place when the same score's 
equated to amount of floor space the exhibit occupied. For the why and 
what- to- do- about- it see IARI Report #7, ''How to Get More Value from 
Trade Show Exhibits. " 





YOU CAN BUILD YOUR OWN 
LIBRARY OF IARI REPORTS 


...either by subscribing, as a company, to IARI's full basic research 
service, or by purchasing reports by the copy as listed below. In each 
case, the price per copy pro-rates single investments of up to $60, 000 
in research behind the major IARI reports. 


For details of becoming a full subscriber simply write to us. An initial 
benefit is a choice of any four of the reports described below as part of 
your first full year'smembership plus the option to purchase the remain- 
ing four for a flat $50. 


#1] - 
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#3 - 


"Methods for Handling & Evaluating Inquiries" - Clothbound 161 
pps. inc. 10 fully-documented case histories. $75 

"Bibliography of Information on Handling Advertising Inquiries" - 
Paperbound 62 pps. $5 

"How to Establish the Budget for Advertising Industrial Prod- 
ucts" - Clothbound 139 pps. inc. repro. forms, Appendix, 
$150 

"Yardsticks for Evaluating Industrial Advertising Research" - 
Paperbound 11 pps. $1 

“Organizing & Controlling Industrial Advertising Operations" - 
Clothbound 124 pps. inc. Appendix. $100 

"How to Get More Value from Trade Show Exhibits" - Cloth- 
bound 71 pps. inc. Appendix plus 34 loose insert exhibit pho- 
tos and data. $100 

"How to Coordinate Industrial Sales & Advertising" - Cloth- 
bound 115 pps. inc. exhibits, Appendix, bibliography. $100 
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